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Pada era globalisasi saat ini, ekonomi yang maju memunculkan banyak 
perusahaan bakery yang baru sehingga menyebabkan peningkatan pendapatan 
pada masyarakat, serta bertambahnya jumlah penduduk yang semakin hari akan 
membuat hubungan sosial yang semakin luas dan menimbulkan perubahan 
perilaku pada selera konsumen yang saat ini mulai mengkonsumsi roti sebagai 
makanan pengganti nasi. Penelitian ini bertujuan untuk menguji pengaruh: 
Product Quality dan Brand Image terhadap Minat Pembelian Ulang melalui 
Customer Trust pada Pelanggan Sari Roti di Surabaya. Sampel yang digunakan 
sebanyak 101 responden dengan teknik pengambilan sampel: nonprobability 
sampling dan menggunakan teknik analisis SEM dengan bantuan program 
SmartPLS 3. 
Hasil penelitian ini mengidentifikasikan bahwa adanya hubungan yang 
positif antara Product Quality dengan Customer Trust dan hasil penelitian 
menunjukan hasil positif antara Brand Image dengan Customer Trust Selanjutnya 
ada hubungan positif antara Customer Trust dengan Minat Pembelian Ulang. Lalu 
hasil penelitian menunjukkan hasil bahwa tidak signifikan antara Product Quality 
dengan Minat Pembelian Ulang melalui Customer Trust. Hubungan positif juga 


























THE EFFECT OF PRODUCT QULITY, BRAND IMAGE AND 
 
CUSTOMER TRUST ON REPURCHASE INTENTION IN SARI ROTI 
CUSTOMERS IN SURABAYA 
 
 
In the current era of globalization, an advanced economy has led to the 
emergence of many new bakery companies, which has led to an increase in 
income for the community, as well as an increase in population which will 
increasingly create wider social relationships and cause behavioral changes in 
consumer tastes that are now starting to consume bread as rice substitute food. 
This study aims to examine the effect of: Product Quality and Brand Image on 
Repurchase Interest through Customer Trust in Sari Roti Customers in Surabaya. 
The sample used was 101 respondents with a sampling technique: nonprobability 
sampling and using SEM analysis techniques with the help of the SmartPLS 3 
program. 
The results of this study identified that there was a positive relationship 
between Product Quality and Customer Trust and the results of the study showed 
positive results between Brand Image and Customer Trust. Furthermore there was 
a positive relationship between Customer Trust and Repurchase Intention. 
Furthermore, the results of the study showed that there was no positive result 
between Product Quality and Interest in Repurchase intention through Customer 
Trust. A positive relationship also exists in Brand Image with Repurchase 
Intention through Customer Trust. 
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